ADVOCATE 1917

A FIELD GUIDE FOR LOCAL BUSINESS OWNERS

The Local
Growth Playbook

The handful of things that actually move a local business:
getting found, earning trust, and turning the attention you
already have into booked work.

$1,174,592 traced to marketing. A 17x retuzxn.

What a measured system produced for one local operator over twelve months,
counted in real dollars from their own books. The how is inside.
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ADVOCATE 1917 START HERE

THE FRAME

A short, honest playbook, in the order
that matters.

This is the same thinking we bring to paying clients, written plainly enough to act on
yourself. None of it is secret, and most of it you can start this week without spending
a dollar.

We are not going to hype you. We cannot promise you the top spot on Google or the first answer
in ChatGPT, and anyone who promises that is guessing. What we can do, and what these pages
walk through, is make you the obvious choice more often than you are today.

The order is the part most people get wrong. Get found. Earn trust. Fix the website so it converts
the attention you already have. Answer fast. And only then pour on paid traffic. Buying more
traffic before the rest is ready is the quickest way to spend money and decide that marketing
does not work.

01 The sixty-second test. The one search that tells you where you really stand.

02 Show up three times. The map, Al answers, and organic results, and why all three win.

03 Reviews, the quiet flywheel. A simple habit that compounds month after month.

04 The website is the offer. Convert what you already have before buying more.

05 Answer first, win most. The money is in the first five minutes.

06 The owner's calendar. Put growth on the schedule before the day eats it.

07 Knt:jw yodur numbers, then the proof. What a customer is worth, and what a real system
produced.
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ADVOCATE 1917 01 - GET FOUND

THE SIXTY-SECOND TEST

Start with a test you can run right now.

Open ChatGPT, or Gemini, or the Al answer at the top of Google, and type the way a customer
would: best [your kind of business] in [your town]. Read the two or three names it gives back. If
yours is not one of them, you have just found the most important gap in your marketing, and most
owners have never once looked.

This is a new front door. People used to type your kind of business into Google and scroll. A
growing share now ask an assistant and take the short answer at face value. If you are not in that
answer, then for that buyer you do not exist, no matter how good your website looks.

The reassuring part is that these tools do not invent the names they hand back. They assemble
them from a clean profile, recent reviews, and a website written clearly enough to quote. Every
one of those is something you can influence, and the next few pages are how.

DO THIS TODAY

Run the test for every service you sell, not just one. The gaps are rarely where you expect
them. Wherever you come up missing is your map for the next ninety days.
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ADVOCATE 1917 01 - GET FOUND

THREE LANES, ONE PAGE

Show up three times before a
competitor shows up once.

When someone looks for what you do, a single results page now answers them in three separate
places. Most businesses appear in one and leave the other two wide open. Show up in all three
and the same person sees your name three times before they ever see a competitor. That
repetition is most of the reason it works. Whether you pour concrete or write insurance policies,
the three lanes are the same.

The map pack

The cluster of businesses on the map is the most valuable spot on the page for local work. Google
picks it by how relevant, how close, and how trusted you look. That means a complete Google
Business Profile, the right categories, every service described, fresh photos from the field, and a
steady flow of recent reviews.

Al answers

More customers now ask an assistant and read only the two or three names it returns. This is the
lane most competitors have not caught up to yet. A clean profile, recent reviews, and a site written
in plain answers are what get your name quoted back.

Organic results

Below the map sit the ordinary results, the foundation the other two build on. A page for every
service you offer, a page for every area you cover, honest answers to the questions customers
actually ask, and clean work underneath so all of it can be found.
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ADVOCATE 1917 02 - EARN TRUST

THE QUIET FLYWHEEL

Reviews are the signal that quietly
decides the rest.

Reviews carry more weight than almost any other signal in local search, and they now feed the
assistants making recommendations too. What matters is not only how many you have, but how
recently you earned the last few. A steady flow tells Google, and every customer reading, that you
are busy, trusted, and still doing good work today.

The most reliable way to earn them is also the simplest. Ask in person, at the end of the job or the
visit, while it is fresh and the customer is happy. Someone who hands over a card, or a phone
with the review page already open, gets a review far more often than a link texted later that night,
which almost never gets answered. A small tap card at the counter or on the truck, with your
review page one tap away, turns a good mood into a public review while it lasts.

Answer every review, the warm ones and the hard ones. It is a ranking signal and a trust signal at
the same time, and it costs you nothing but a few minutes a week.

ONE LINE WORTH KEEPING CLEAN

Ask for the review, and make it effortless to leave. Never pay for one. Google's rules and plain
trust both depend on reviews being freely given, and the whole advantage disappears the
moment they are bought.
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ADVOCATE 1917 03 - CONVERT WHAT YOU HAVE

THE OFFER

Fix the website before you buy a single
click.

Before a dollar goes to advertising, the website has to be able to turn a visitor into a booked job or
a booked call. This is the step most people skip, and the one with the most money hiding in it.
Most local websites convert fewer than one visitor in a hundred, which means paying full price for
attention and then losing almost all of it at the door.

There is a simple way to think about what makes a site convert. The value a visitor feels is the
outcome they want, multiplied by how much they trust you to deliver it, divided by how long it
takes and how much effort it costs them to move forward. Most owners only work the top of that,
adding reviews and guarantees. The larger, quieter wins are on the bottom, in the parts that
remove delay and friction, and almost nobody builds those on purpose.

The top half is trust.

Lead with the outcome the customer wants, not the name of your trade. Put real reviews and
honest before-and-after proof where they can be seen without scrolling, name the owner, and
state your guarantee in plain words.

The bottom half is speed and ease.

Let people book, or get a real answer, without a phone call. Show a price range instead of hiding
it. Keep the next step one tap away as they read. Then answer every lead within minutes,
because the first to respond wins most of the time.
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ADVOCATE 1917 03 - CONVERT WHAT YOU HAVE

A TWO-MINUTE SELF-AUDIT

Score your own website.

Count how many of these your site does today. Most of the ones we audit have two or three. The

businesses that book work consistently have most of them, and that gap is worth more than any

amount of new traffic.

O

o 0O O O O O O

An outcome-led headline
It promises what the customer gets, not just the name of your trade.

Real reviews on the homepage
Visible without scrolling, pulled from your actual Google profile.

Proof and a nhamed owner
Before-and-after photos and a real face, so a real person stands behind the work.

One clear next step, without friction
Book, request a quote, or call, with no maze between them and it.

A visible price range
An honest starting number instead of call for pricing.

A way to show you the problem from the phone
A photo or a few details, which also pre-qualifies the job.

A sticky call, text, and book bar on mobile
The next step is always one tap away as they scroll.

A lead response measured in minutes
Every call, text, and form answered before they reach the next name on the list.

WHY THIS COMES FIRST

Move a site from one percent to four, and you have tripled your booked work on the exact
same traffic, before touching search or ads. That is why the offer gets fixed before a dollar is
spent sending people to it.
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ADVOCATE 1917 04 - ANSWER FAST

SPEED TO LEAD

The money is in the first five minutes.

A lead is worth the most in the minutes right after it comes in, and its value falls off a cliff after
that. The business that answers first wins the large majority of the time, and it usually is not the
best company on the list, just the fastest one to pick up.

21 x 78% 98%

more likely to reach a lead of customers buy from the of texts get opened, and
worked within five minutes business that responds to about 45% get a reply, far
than one left thirty. MIT / them first. Lead Connect past email. SMS benchmarks
InsideSales

You do not need more software to fix this. You need a rule: every call, text, and form answered
before the customer reaches the next name on their list. Where a person cannot be that fast, a
simple automatic text back buys you the window and holds the lead until you can. The point is
that nothing you already paid to earn sits waiting in a box.

THE CHEAPEST GROWTH THERE IS
This costs you almost nothing. You are not buying more leads, you are keeping the ones you
already earned and paid for. Most businesses have a month of lost work sitting in unanswered
messages right now.
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ADVOCATE 1917

THE OWNER'S CALENDAR

05 - WORK THE PLAN

Put growth on the schedule before the

day eats it.

Most owners spend nearly the whole week inside the work and wonder why growth stalls. Growth

lives in the activities that never get scheduled. The fix is not more hours, it is deciding on purpose

where the hours go. Map your week into four blocks, and treat each one like an appointment,

because that is what it is.

BLOCK ONE
RGAs

Revenue-generating activities: sales, follow-
up, asking for the review, the marketing that
brings work in. The highest-return hour in

BLOCK THREE
Learning

An hour to get better at the craft or the
business. It looks optional and it is the thing
that compounds most quietly.

IF YOU PROTECT ONE BLOCK

set aside for it.

ADVOCATE 1917

your week, and the first one that gets skipped.

BLOCK TWO
Fulfillment

The actual work. It will always try to fill the
whole calendar on its own. Give it a boundary
so it does not swallow the other three.

BLOCK FOUR
Admin

The invoicing, scheduling, email, and
paperwork that keeps the doors open.
Necessary, so give it a lane, but do not let it
eat the blocks that actually grow you.

Protect thirty to sixty minutes of revenue work at the very start of the day, before fulfillment
can claim it. The highest-return piece of it is follow-up: the calls and texts to people who
already raised a hand. That is where most of the money hides, and it costs only the time you
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ADVOCATE 1917 05 - WORK THE PLAN

AN EXAMPLE WEEK

A week built on purpose.

Here is what those four blocks look like laid over a real week. Not a fantasy week with nothing but
growth work, an actual one, with fulfillment, meetings, and a hard stop for the people who matter
more than the business.

MON TUE WED
7a

8a

- _ _
10a
11a
12p

Family Learning

Client review

|Hii’|!||||||||| o

2p

3p

4p

5p Family. Off the clock at 4.
B rcAs [ Fuffilment [} Learning [} Admin Family, off

WHAT MAKES IT HOLD

RGAs go in first, in the morning, before the day can claim it. Fulfillment gets a boundary
instead of the whole calendar. Learning stays protected, and admin gets a lane so it does not
spread. And it ends at a set hour, because a calendar is just your priorities written down.
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ADVOCATE 1917 06 - SPEND WITH SENSE

KNOW YOUR NUMBERS

Spend against what a customer is
worth, not what a click costs.

The mistake almost everyone makes with paid advertising is chasing the cheapest possible lead.
The cheapest leads are usually the least valuable customers, and hunting them quietly caps the
whole thing. Six hundred dollars for a lead is a disaster on a four hundred dollar job and a bargain
on a fifteen thousand dollar one. Judged only on the cost of a lead, both look identical, which is
exactly how good campaigns get killed by accident.

The number that actually matters is what a customer is worth to you over time compared to what

it costs to win them. Once that ratio is healthy, you can afford to pay more than your competitors

for the same click and still come out ahead. Most owners already have what they need to see this
sitting in their books, and simply are not feeding it back into the decision.

LIFETIME VALUE COST TO ACQUIRE

What one customer is worth across every job, Everything you spent to win them, divided by
repeat, and referral they bring you, not just how many you actually won. Honest math, all
the first ticket. Usually far larger than owners channels counted, not just the ad bill.

guess.

WHY IT CHANGES EVERYTHING

Know both numbers and you stop guessing. You can spend more where it pays, cut where it
does not, and answer the only question that matters: for every dollar in, how many come back.
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ONE OPERATOR, TWELVE MONTHS

What it looks like when the whole
system runs.

We have run the marketing for a restoration contractor in Hawaii for more than two years. They
are a multi-truck operation with a strong reputation across their island. When we started they
were doing $2.4 million a year. This year they are on pace for $3.6 million, with us in the
marketing seat the whole way.

THE RETURN, FROM THEIR OWN BOOKS

Revenue traced to marketing, past twelve months $1 7 174 7 592

Directly attributed to our work, counted conservatively $434 7 642

Return on their marketing investment with us 17 X

The attributed figure is deliberately conservative. It credits only thirty percent of the revenue from the Google profile
we manage end to end. Counted in full, the amount attributable to the work passes one million dollars.

Nearly all of it traced back to search and the map, the same lanes described in this guide. And it
is not only Google: ask ChatGPT today for a restoration company in their market, and their name
comes up ahead of a national brand with thousands of locations. This example is restoration, but
the system is identical for a plumber, a chiropractor, a roofer, a realtor, or a cafe. The lanes are
the same, and so is the discipline of proving the work in real dollars instead of clicks. The
amounts here are real. The identity stays private.
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ADVOCATE 1917 07 - THE PROOF

WHAT YOU ACTUALLY GET

The ditference is a number you can
see.

The point of that story is not its size. It is that every figure came from the client's own books, on
purpose. That is the real difference between doing this in spare minutes and handing itto a
system built to be measured. Four things change the day it does.

BENEFIT ONE BENEFIT TWO
You see where the money goes You see where the work
Every dollar of spend tied to a channel and a comes from

result, so you stop wondering which half of

Calls and jobs traced back to the search, the
the budget is working.

ad, or the review that produced them, so you
invest in what actually pays.

BENEFIT THREE BENEFIT FOUR

You get the workload back You optimize toward growth
Leads answered, reviews asked for, reporting With the numbers in front of you, the plan
done, without it living on your desk. You stop stops being a guess. More where it works,
being the bottleneck, and you get your less where it does not, and the line moves on
evenings back. purpose.

WE HOLD OURSELVES TO IT TOO

In thirty days we took our own local listings from one to forty-five and our local visibility score
from zero to 567, against an industry average of 244, and we rank first on the map for
marketing agency near me. We would rather show you the receipts than tell you a story.
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THE NEXT STEP

How to work with us,
and how to send us someone.

We build websites that convert, get local businesses found on Google and in Al
search, manage the Google profile and the reviews, and run Google and Meta
ads priced against what a customer is worth. We track every call so you can see
exactly where the work comes from. Our work is scoped to a flat number of
qualified leads: if we miss it, we cut you a check. Qualified leads, or we cut you
a check.

More than $20M in tested ad spend across 100-plus vertical engagements, run by the
person you will actually talk to.

HOW TO SEND US SOMEONE

Most people who read this will not need us. But you probably know someone who does great, honest
work and still cannot figure out why the other guys stay booked. When you hear one of these, that is
us:

01 "My phone is not ringing like it used to."

02 "I just put good money into new equipment, and now I need to keep the
schedule full.”

03 "I do better, more honest work than the guys who stay booked, and I cannot
figure out why they get the calls.”

Then all you have to say is: you should talk to Blake, he builds sites and gets local businesses
found, and he backs it with a guarantee. Send us their name and we take it from there.

START WITH A FREE VISIBILITY AUDIT

advocate1917.com/audit

We run your business through ChatGPT and local search on a live call, and show you exactly where
you are missing and what to fix first. No charge, no obligation, no canned pitch. Prefer to talk direct?
blake@advocate1917.com or 615-522-9031.

Figures in this guide come from real client and first-party data, shared with identities kept private where asked. Your
results will depend on your market, your team, and your execution. This guide is education and informed opinion, not
a guarantee of any particular outcome. Advocate 1917 is a practice of Blashton LLC, Spring Hill, Tennessee.
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